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Our Vision: — 


Captivate North American _ 


eS, 


-one cup at a time.. 


= coffees and i innovative 


fee ee. hcepts 


1999-2000 Highlights 


FINANCIAL PERFORMANCE 


( Increases of 23% in the number of corporate single-cup brewers installed 


and 18% in the Coffee Group’s shipments 


Sales of $250 million and net earnings of $19 million or $0.88 per share, 
up for the seventh consecutive year 


MEASURES TAKEN TO ACCELERATE COFFEE SERVICE EXPANSION THROUGHOUT 
_. NortTH AMERICA 
te 


INVESTMENTS OF $49 MILLION, INCLUDING $25 MILLION IN BUSINESS ACQUISITIONS 


Two Filterfresh franchises (New England and North Virginia/Washington, D.C.) 


“| One traditional Coffee Service operator in Minneapolis 
ors 
v4 


Six Coffee Service companies in Ontario, the Atlantic Provinces and Western Canada 


Gérard Van Houtte Inc., a Canadian gourmet coffee roaster 


MARKET DEVELOPMENT 

41% increase in the number of corporate single-cup coffee brewing units in the United States 
USS. sales account for 20% of Van Houtte’s total revenues 

Success of the “Caffe Mondo” program in Canada 


Ongoing implementation of Van Houtte-branded merchandising programs 
in Canadian supermarkets and initial breakthrough in the United States 


Strategic alliance between the Café-Bistro Division and The Great Canadian Bagel 
(150 outlets across Canada) 


(All figures in this Annual Report are stated in Canadian dollars, except when indicated otherwise.) 


Message to Shareholders 


IN FISCAL 2000, WE ADOPTED A FORWARD- 
LOOKING STRATEGIC PLAN TO GUIDE THE 
COMPANY INTO ITS NEXT GROWTH PHASE. 
OUR VISION IS TO CAPTIVATE NORTH 
AMERICAN CONSUMERS... ONE CUP AT A 
TIME... WITH VAN HOUTTE’S FINE-TASTING 
COFFEES AND INNOVATIVE MERCHANDISING 
CONCEPTS. 


This new thrust is the result of a 
comprehensive planning process 
involving Van Houtte’s officers, its 
Board members as well as external 
consultants. Following an in-depth 
analysis of consumer trends and 
Van Houtte’s competitive environ- 
ment, every aspect of our opera- 
tions, including technological and 
organizational capabilities, total 
product quality, value-based services 


and brand image were reviewed. 


PAUL-ANDRE GUILLOTTE 
President and Chief Executive Officer 


Confident in the knowledge that 
our 80-year heritage and expertise 
in the roasting and marketing of gourmet coffees, our pro- 
file roasting system that enhances coffee flavour, leading- 
edge single-cup brewing technology, and vast retail and 
Coffee Service distribution networks reaching millions of 
consumers daily were business-building advantages, the 
strategic planning process addressed the important growth 


potential in the North American market. 


The trend toward discovering richer coffee taste is driving 
the growing consumption of better quality coffees in North 
America. Whether at home, at work or in a restaurant, 


consumers not only demand a varied selection of coffees, 


but base their choices on the comfort that only a credible, 
well-known brand can inspire. What’s more, the U.S. 
Coffee Service industry is still highly fragmented and 
rather unfamiliar with single-cup brewing technology. 
This creates an exciting opportunity for Van Houtte, who 
has gained recognized expertise in this market niche while 


establishing its presence in some 28 American states. 


Our goal is clear: Satisfy consumers 
and grow our customer base. We will 
accomplish this by enticing consumers 
with an enriched coffee experience 
supported by strong brand recognition 
as well as channeling our employees 
towards this objective. 
Combined with our ongoing acquisi- 
tion program, this approach will lead 
the Company to higher levels of growth 
and profitability, with the ultimate 
goal of maximizing its core value and 
potential for the benefit of its share- 
holders. 


activities 


We will align the Coffee Group’s 
roasting and merchandising strengths 
with the Coffee Service network’s 
expertise and VKI ‘Technologies’ 
product innovation capacity to lay the groundwork for a 
marketing infrastructure. This infrastructure will serve to 
offer consumers a wider choice of branded, great-tasting 
coffee, cup-after-cup, through distinctive merchandising 
concepts. While consolidating our Canadian market 
supremacy in Coffee Service, we intend to establish a 
national leadership position in the U.S. Coffee Service 
market, worth over US$3 billion annually. Simply stated, 
as Van Houtte looks to the 21st century, significant invest- 
ments earmarked for internal development and business 


acquisitions will be directed mainly towards the U.S. market. 


Message to 


We've identified the resources and tools that will ensure 
the success of our strategic plan, the implementation of 
which will span two fiscal years. At this point, we’re half 
way there. Investment priorities over this timeframe asso- 
ciated with the implementation phase are expected to 
temporarily soften the growth rate of Van Houtte’s net 
earnings. However, we are confident that once the funda- 
mentals are firmly in place, Van Houtte will not only 


regain but will surpass historical growth rates. 


For the fiscal year ended April 1, 2000, we incurred 
$1.6 million in direct expenses or the equivalent of $0.05 
per share after taxes to implement the first phase of the 
strategic plan, mostly to organize our Coffee Service sec- 
tor. By nearly every measure, Van Houtte nonetheless 
delivered its best financial performance by posting net 
earnings of $19 million or $0.88 per share, up 11% over 
the prior year. Our revenues topped the $250 million 
mark while systemwide sales, including franchised net- 
works, reached close to $350 million. Cash flow from 
operations, a measure of our financial strength, rose to 
$42.4 million, due to internal growth and enhanced by 


acquisitions. 


A new management team has been assembled centralizing 
corporate functions related to North American Coffee 
Service operations. The objective is to develop our com- 
petencies and best practices within a unified operational 
model geared to customer satisfaction and guided by 


identical standards of excellence across North America. 


Shareholders 


GERARD GEOFFRION 


Exec utive Vice- Presiden t 


PAUL-ANDRE GUILLOTTE 


President and Chief Executive Officer 


Message to Shareholders 


The implementation of our strategic plan is proceeding as 
planned and will accelerate in the upcoming quarters. 


Direct expenses relating to the implementation of the 
strategic plan’s second phase are expected to reach $2 mil- 
lion. The bulk of these charges will be spent equipping 
North American Coffee Service operations with the latest 
productivity and technological tools as well as fine tuning 
our operational model. Despite these costs, a 10% to 12% 
increase in net earnings is within reach with market share 
growth in existing operations and the continued pace of 


acquisitions. 


The Coffee Service sector’s growth strategy is twofold: 
intensify North American penetration of single-cup tech- 
nology by adding sites and increase coffee consumption 
per site. We are also looking at various opportunities on 
the international scene and for some years now have been 


in partnership with a local entrepreneur developing a 


_~ A corporation mindful of 1 ee interests... 


_ VAN HOUTTE HAS. ESTABLISHED EFFECTIVE CORPORATE GOVERNAN 
_ OPTIMIZE ITS SHAREHOLDERS’. INVESTMENTS. THIS Is BORNE OUT BY ‘THE CALIBRE OF ITS ELEVE 
MEMBER BOARD OF DIRECTORS, EIGHT OF WHOM ARE. OUTSIDE. ‘AND UNRELATED. THE BOARD | CREATED 
A COMPENSATION AND CORPORATE. GOVERNANCE ComMiTTER ENTIRELY. COMPRISED OF OUTSID 


Coffee Service operation in Prague. Similar start-up plans 


are also under way in Warsaw, Poland. 


The Coffee Group will continue its coverage of the 
Canadian retail food industry by offering Van Houtte 
coffee-branded merchandising programs plus will target 
certain U.S. markets. Another marketing strategy will be 
to use the Coffee Group’s bistro and coffee bar network to 


collaborate with strategic partners to support the brand. 


Over and above their specific objectives, all operating 
divisions of Van Houtte have one guiding principle: 
provide North American consumers with refined coffees 
direct from the roaster. And soon they will do so under a 


single name: VAN HOUTTE. 


E PRACTICES 1 TO SAFEGUARD AN 


UNRELATED DIRECTORS. ASIDE FROM OVERSEEING COMPENSATION POLICIES AND PROGRAMS FOR 


SENIOR OFFICERS AND DIRECTORS, THE CoMMITTEE MONITORS ALL ASPECTS. OF GOVERNAN 


CONTINUOUS DISCLOSURE REQUIREMENTS:© 


VAN HOUTTE’S SENIOR MANAGEMENT Is RESPONSIBLE FOR Aine THE. STANDARDS. OF ITs” 


INCLUDING | 


TRANSPARENT. AND ACCESSIBLE SHAREHOLDER COMMUNIEATIONS POLICY TO BOTH INSTITUTION: S 


INFORMATION SENT TO SHAREHOLDERS, IT MAINTAINS ONGOING COMMUNICATION See 
WITH THE INVESTMENT COMMUNITY AND FINANCIAL MEDIA. IT. ‘SHOULD BE MENTIONED. THAT 
FEBRUARY 2000, THE QUALITY OF VAN HOUTTE’S MANAGEMENT AND THE TRANSPARENCY ( re) 
COMMUNICATION PROGRAMS EARNED IT THE “MANAGEMENT BY EXCELLENCE IN QUEBEC” AV 
IN THE MEDIUM-SIZED PUBLIC COMPANIES CATEGORY. THIS AWARD WAS seston Naa 
BANK FINANCIAL, AFTER CONSULTING WITH 600 CANADIAN STOCK EOD, PNAC 


RD ve 


Message to Shareholders 


At our next Annual Meeting, shareholders will be asked 
to ratify the adoption of this simplified corporate name for 
the Company. 

For the near future, our plan is ambitious and financially 
demanding, but in the longer term we believe our stake- 
holders will benefit from the achievement of our strategic 
goals and will share in our Company’s long-term growth 
and profitability. 

Van Houtte has the level of integration and complementary 
strengths to meet these challenges as we already master 
such key variables as the coffee, the equipment, and the 
service. Going forward, we also have a talented and 
diverse team, the financial capital, support from our 


Board and financial partners to carry out this new phase 


in your Company’s development. 


In conclusion, I’d lke to salute the contribution and 
professionalism of our 1,500 employees and managers and 


welcome those who have joined our team in recent months. 


init Seine. ck ee 
is Se = 


As well, our success has always hinged on the support of 
our suppliers and business partners and we would like to 
express our gratitude to them. I’d also like to thank our 
Board for their invaluable collaboration in mapping out our 
corporate vision and strategic plan. Our Board recently 
welcomed Michael Gray, an American director, who brings 


to it his extensive knowledge of the U.S. market. 


Above all, I want to thank Van Houtte’s shareholders for 
their confidence and support of our strategic orientation. 
Rest assured that we will continue to meet our commit- 
ments to you in accordance with the highest standards of 


discipline and transparency. 


L-ANDRE GUILLOTTE 
Chief 


PAU 
President and 
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Executive Officer 
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ae ~ Conscious OF THE IMPORTANCE OF A SKILLED, MOTIVATED AND EMPOWERED LABOUR 


is FORCE, VAN HOUTTE, ALLOCATED 1 6% OF ITS TOTAL- PAYROLL TO TRAINING PROGRAMS 

= ~ FOR ITS. 1, 500 EMPLOYEES LAST YEAR. MOREOVER, COMMITTED TO ACTING AS A RESPON- 
SIBLE CORPORATE: PARTNER IN THE COMMUNITIES IT SERVES, VAN HOUTTE DISTRIBUTES 
ONE “PERCENT OF ITs” PREVIOUS. YEAR’S NET EARNINGS TO WORTHWHILE CAUSES ON AN 
ANNUAL BASIS. RECIPIENTS INCLUDE UNIVERSITIES, HOSPITALS, CULTURAL AND CHARITABLE 
- ORGANIZATIONS. ADDITIONALLY, VAN HOUTTE. HAS MADE COFFEE ‘PRODUCT DONATIONS 
_ WORTH MORE THAN $500, 000 OVER THE PAST FIVE YEARS. | 


IN: THE LAST FISCAL YEAR, VAN Hourte UNDERTOOK TO DONATE A PERCENTAGE OF THE PROF- 
a “ITs DERIVED FROM. ITS “CAFFE Monpo” PROGRAM AS WELL AS VARIOUS RETAIL PRODUCTS TO 
_ COFFEE Kips, AN INTERNATIONAL, NON-PROFIT ORGANIZATION WHOSE MISSION IS TO IMPROVE 


ae oe ; THE LIVES. OF CHILDREN AND FAMILIES LIVING IN COFFEE-GROWING. COUNTRIES. WHAT’S 


Nye 


e fi COMMUNITIES TO HELP. THEMSELVES AND DEVELOP INDEPENDENTLY. 
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“MORE, VAN HourTte ENTERED INTO AN AGREEMENT TO DISTRIBUTE A TRANSFAIR CANADA 
CERTIFIED COFFEE UNDER THE “COFFEE Lovers” LABEL... 


THEREBY, WE SEEK.TO HELP PROVIDE THE RESOURCES THAT ‘WILL ENABLE HUNDREDS: OF a 
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COFFEE 


DID YOU KNOW THAT MORE THAN FOUR MIL- 
LION CUPS OF VAN HOUTTE COFFEE ARE CON- 
SUMED EVERY DAY ACROSS NORTH AMERICA? 

IN MILLIONS OF KITCHENS, TENS OF THOUSANDS 

OF OFFICES, THOUSANDS OF RESTAURANTS AND 

OTHER PUBLIC LOCATIONS, OUR COFFEE IS 
ENJOYED DAILY FROM HALIFAX TO SAN DIEGO 
AND FROM ANCHORAGE TO MIAMI... ALWAYS 
FRESHLY ROASTED. 


 PauL- ANDRE Gumorre ney 
- President and. Chief Executive, Officer . 


GERARD GEOFFRION- 
Executive Vice- President 4 
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= Controller. 
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_VKI Technologies 
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JEAN-YVES Monerre 
-Ronatp W. McARrHUR, President 


‘Executive Vice-President _ oe a a oo | VKI Technologies 


ALAIN LAROCQUE _ Mario TouGas _ 
. Vice-President, Sales | President 
EEE Pic Gee Jamie LIVINGSTON y 
“Canada; 2. ; 33 United States : : ANGELO MOTTILLO 
waif : Hone eg ae Rae Managing Director, | Sp - nei : 
MicueL Jacques === DANTEL CousINEAU | '’ Gold Cup Coffee Companys g | “70° 70 0°Rs SBEIRSCIRS 
Vice-President, Operations » Managing Director, : 


ee ee : STEPHANE BREAULT RICARDO TOZZI 
Eastern Region. ES ‘ Filterfresh Corporation — iM 


onde : Vice-President, Operations ss 
ROBERT MANN -- RoGEeR COHEN _ Café-Bistro Division oA 

Vice-President, Operations = —_- Vice-President; 2 é 
Western Region = « Franchise Division 

GorDON SommeErviLLE__Filterfresh Corporation __ 

Vice-President, Operations ; | 

Central Region 


Rick ONYSCHUK 
Vice-President, Operations 
Vending Division 


Coffee Services 


FROM TRENDSETTER... TO MARKET LEADER 


The principal target of the Company’s expansion strategy is 
the U.S. Coffee Service market, not only for its size, but 
because consumer trends have never been so favourable to the 
marketing of new gourmet coffee experiences. 

Our market studies show that 40% of coffee consumed in 
the workplace is bought outside the office. This means 
that nearly half of the consumers go elsewhere to satisfy 
their craving for coffee variety, freshness and flavour. 
Single-cup technology offers an obvious improvement 
over traditional Coffee Services since it provides 
consumers with freshly brewed coffee, 
always available. Therefore, our positioning « 
in this sector constitutes an ideal platform to 
meet consumer needs all across North 
America, by allowing them to discover the 
refined taste of Van Houtte branded coffees. 
This not only applies to the workplace, but to all busy 
locations where consumers will be able to appreciate the 
accessibility of our concepts: convenience stores, hotels, 


airports, hospitals, etc. 


Accordingly, although expanding our equipment base will 
remain the driving force of our growth strategy in the 
Coffee Service sector, we will strive to win consumers 
over by channeling all of the Company’s skills to provide 
our customers with products and services meeting the 


highest standards of excellence. 


Consistent with these goals, we expanded our corporate 
single-cup equipment base by 23% over the past fiscal year, 
by installing or acquiring 5,875 additional units across 
North America. This brought their total number to 31,555 as 
at April 1, 2000, almost a third of them in the United States. 


While it partly stemmed from business acquisitions, this 
expansion was mostly attributable to internal growth. 
Among other things, our Single-Cup Sales Academy was 
instrumental in the growth of our equipment base in both 
Canada and the United States. It graduated 125 skilled 
salespersons across North America who returned to their 
home markets highly focused and well trained 
to bring new customers into our group. The 
“Caffe Mondo” program also played a key 
role in the 15% increase of our Canadian 
single-cup base. This program not only 
allowed us to gain new customers, but it 
contributed to a significant increase in coffee 
consumption per site, thereby enhancing the 
loyalty of existing customers. So far, 80% of targeted 
Canadian customers have adopted “Caffe Mondo”, which 
was recently introduced to our U.S. corporate network as 
well. Considering the success of this first joint venture by 
Coffee Services, Coffee Group and VKI, we pooled our 
efforts once again last year to develop a second generation 
of compact single-cup models, the “Caffe Mio” and the 
“Piccolina”, in order to tap into the tremendous potential 
offered by groups of 40 users or less throughout North 
America. In addition to delivering consistently fine-tasting 
coffee, these coffee brewers are equipped with a comple- 


mentary packet system that allows consumers to choose 


from several coffee blends. 


The Caffe Mondo Kilimaniare: 
~ Coffee Selection 2 


Coffee Services 


In the United States, our corporate branch network 
achieved impressive results last year by increasing its 
number of units by 41%. Besides vigorous internal growth, 
this performance was fuelled by our ongoing acquisitions 
program. Consistent with our strategy of acquiring certain 
Filterfresh franchisees, we acquired 80% of the franchised 
outlet servicing North Virginia and Washington, D.C., as 
well as 100% of the Northern New England franchise. 
Moreover, in order to harmonize our development efforts 
in the buoyant Chicago market, we combined our corpo- 
rate outlet with the Filterfresh franchise operating in this 
city, to form a joint venture 25%-owned by Van Houtte. A 
similar transaction was carried out in Atlanta in May 
2000. Early in fiscal 2001, we also acquired a majority 
interest in two Filterfresh franchised outlets located 
respectively in Louisville, Kentucky and Columbus, Ohio. 
Finally, in fiscal 2000 we carved out another expansion 
avenue in the United States by acquiring a second tradi- 
tional coffee service operator in Minneapolis in less than 
a year. As we have done in the past with dozens of acqui- 
sitions across Canada, this approach will enable us to 
establish our presence in new territories by integrating 
existing customer bases, whom we will gradually convert 


to single-cup technology and Van Houtte coffees. 


DANIEL COUSINEAU 


Managing Director 


Filterfresh Corporation 
ROGER COHEN 
Vice-President 


Franchise Division, Filterfresh Corporation 


CHRISTIAN POULIOT 


President, Coffee Services 


RONALD W. McARTHUR 
Executive Vice-President 


Coffee Services 
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Coffee Services 


In the coming years, we will continue to expand our cor- 
porate network by acquiring Filterfresh franchises and 
independent quality operators. We also intend to reinvig- 
orate and further support our franchised network as an 


instrumental partner of Van Houtte’s expansion strategy. 


Even though the U.S. market is our principal 
expansion market, Canada still offers room 
for growth. We proved so last year by com- 
pleting three acquisitions in Ontario, that 
enabled Van Houtte to become the leading 
Coffee Service operator in the Greater 


Toronto Area. 


It goes without saying that the success of our strategy to 
roll out the “Van Houtte” brand in the Coffee Service 
market will take root in a highly efficient and stan- 
dardized organization, sharing the same culture 

and model of operational excellence. 


That is why we undertook to reorganize our North 
American Coffee Service operations last year, based on 
centralized strategic management and decentralized execu- 
tion, strongly focused on customer satisfaction. We put 
together a management team at Head Office, comprised of 
specialists in management information systems, marketing, 
human resources, standards and processes, and finance. 
This team, combined with our experienced branch operators, 


will execute a consistent level of service to our customers. 


Now that we have strengthened our organization and 
identified our priorities, the next step this year will be to 
develop our information tools accordingly. Thereby, we 
will soon be able to count on an operational base unri- 
valled in North America, capable of providing customers 
and consumers with strong value-added products 


and services. 


CHRISTIAN POULIOT 
President, Coffee Services 


July 2000 
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Roasting and Marketing 
of Gourmet Coffee 


OUR VISION OF VAN HOUTTE’S BRAND 

IS SHARING OUR PASSION FOR REFINED 
COFFEES OF VARIOUS ORIGINS, BY MAKING 
THEM AVAILABLE TO CONSUMERS FOR 
THEIR PURE ENJOYMENT. 


Rolling out the “Van Houtte” brand is the cornerstone of 
our expansion strategy, not only because the North 
American gourmet coffee market is trending in this direction, 
but because our brand 1s our most valued asset. 


Brand loyalty has a definite impact on coffee consump- 
tion. We have benefited from it for decades in Quebec, 
where the “Van Houtte” brand has become the bench- 
mark for refined coffees. As testimony to the strength of 
the brand and through the visibility of its retail market 
penetration, more and more Canadians are now recogniz- 
ing that Van Houtte stands for quality and great taste. 
Our main objective is to focus our attention on the busi- 
ness of building a strong brand image across North 


America. 


RICHARD CLERMONT 


Van Houtte’s Master Roaster 
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Roasting and Marketing 
of Gourmet Coffee 


From Seattle to Chicago to Boston, our latest U.S. market 
surveys revealed the full potential of Van Houtte’s rich 
coffee flavour. Our brand image is that of a European arti- 
san, who for eighty years has passionately roasted fine 
coffee, and is dedicated to delivering pure pleasure to his 
customers. Coffee lovers choose Van Houtte because our 
small-batch coffee roasting techniques release its full 


flavour and aroma. It’s all about true taste. 


The breadth of our complementary networks in the 
retail food and Coffee Service markets represent a 
tremendous springboard for rolling out the 
“Van Houtte” brand. 


Orchestrating Van Houtte’s branding 
strategy is an essential priority for the 
Coffee Group who will target the retail 
food market, Coffee Services, and direct- 
to-consumer channels, such as our café- 
bistro and coffee-bar network. Division 
Managers are partnering to design and launch innovative 
“Van Houtte” branded merchandising programs. Hence, 
Van Houtte’s portfolio of branded coffees and the “Caffe 


Mondo” program have been made available to all North 


American corporate and franchised Coffee Service 


branches since April 2000. 


The Coffee Group will pursue its own development efforts 
in the North American retail food industry. 


Significant inroads were made in this direction last year. 
In fact, “Van Houtte” branded products accounted for 
most of the 18% increase in the Coffee Group’s shipments 
in fiscal 2000. Aside from the acquisition of Gérard Van 


Houtte Inc. in Quebec and the full contri- 


bution of Gold Cup Coffee Company in 
Western Canada, we implemented 
our merchandising programs in a 
multitude of new points of sale 
across Canada, including some 60 
IGA supermarkets in Ontario and 
Western Canada as well as 77 Coop stores 
in the Prairies including those of the 
Calgary Coop outlets, the largest in 

that city. Building on the coffee 
expertise of the Corporation’s bistros and coffee-bars, 
who also support the Van Houtte brand, we entered into 
a strategic alliance with The Great Canadian Bagel to market 


our coffee in their 150 stores. 


Roasting and Marketing 
of Gourmet Coffee 


Fine Coffees Since 1919 


Fu: over eighty years now, 


coffee lovers continue to 
enjoy the great taste of 

A.L. Van Houtte Fine Coffees 
at home. And with good 
reason - our innovative 


European roasting 


ESPREsso 
Coffee * Cafe 


ESPRESso 


UTURE ESPRESso 3 
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Roasting and Marketing 


of Gourmet Coffee 


Finally, an initial foray in the United States led to the 
launch of “Van Houtte” coffee in some 400 Publix grocery 
stores across Florida and Georgia. The success of this first 
phase will allow us to implement more complete mer- 


chandising programs adapted to selective U.S. markets. 


The Coffee Group is committed to leveraging its mer- 
chandising expertise and coffee knowledge to help the 
Van Houtte organization captivate North American 


consumers... one cup at a time. 


ae 


JEAN-YVES MONETTE 
President, Coffee Group 


July 2000 


ALAIN LAROCQUE 


Vice-President, Sales 


Coffee Group 


JEAN-YVES MONETTE 
President 


Coffee Group 


STEPHANE BREAULT 
President 


Café-Bistro Division 


Manufacture of Single-Cup Equipment 


TRANSFORMING AN INNOVATIVE To support these objectives, VKI hired a coffee 


TECHNOLOGICAL EDGE INTO 
A WORLD-CLASS CONCEPT 


specialist, who also works with the Coffee Group 
and is totally dedicated to determining customer 
taste profiles and matching coffee and equipment 


¢ : to deliver an optimum cup of coffee. 
Given the key role of single-cup equipment 


As a result, the Caffé Mio and Piccolina 
were launched in early Fiscal 2001. The 
Caffe Mio is designed for groups of 20 to 40 


as a showcase and vehicle for our brand 
image, VKI Technologies, backed by Coffee 
Services and Coffee Group, also adopted a 
strategic orientation aimed at consumers. users and the Piccolina can serve 20 indi- 
While ensuring that Van Houtte maintains viduals or less. Both models were engineered 
its technological edge, VKI’s core mission is to with a packet system that allows consumers to 
satisfy all participants using single-cup technology: choose from more than eight “Van Houtte” cof- 
decision-makers who adopt our services, our on-site fees, as well as tea and hot chocolate. These product line 
customer contact and most of all, consumers. additions extend our market reach and strengthen our 
} E j Coffee Service business providing more variety and taste 
Following an exhaustive survey of its customers’ expecta- 
; to our customers. 
tions, VKI redirected its R&D efforts to the following 

equipment features: design enhancement, reliability, taste, 


beverage variety, and customer convenience and ease. 


18 


Manufacture of Single-Cup Equipment 


In support of Van Houtte’s expansion strategy, VKI estab- 
lished a total quality improvement program to address the 


following aspects: 
* The implementation of a world-class product development process; 


* The creation of a reliability committee including 
Coffee Service managers; 


* Permanent customer survey processes; 
* Total quality approach aimed at obtaining ISO 9001 certification; 


+ Develop comprehensive traiming program 
Sor Coffee Service technicians. 


Our goal thereby is to support the success of Van Houtte’s 


brand strategy by ensuring that all of our customers 


benefit from a consistent fine-tasting coffee. 


aha ase 


MARio TOUGAS 
President, VKI Technologies Inc. 
July 2000 
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MARIO TOUGAS 
President, VKI Technologies Inc. 


STAN McLEAN 
Chief Designer 


At a Glance 


20 (millions of $) OO) sake Net EARNINGS 
> and Earnings Per Share (fully diluted) 
bE ia * Annual compound growth rates of 23% for net earnings 
and 18% for earnings per share 
ag * Aside from significant investments in acquisitions, 
10 - internal growth was fuelled by Van Houtte’s innovative 
— 0.4 marketing strategies with regards to both the merchan- 
dising of gourmet coffee and the development of 
aie tos single-cup technology 
* In fiscal 2000, net earnings rose 11% after taking into 
0 0 account $1.6 million in direct expenses related to the 
impl tati f the strategic pl 
1995 1996 1997 1998 1999 2000 fg en 
eS Net Earnings @— Earnings 
per Share 
60 (millions of $) CONSOLIDATED EBITDA 
- EBITDA has grown at an annual compound rate of 17% 
since 1995 due to : 

- An increase in the number of single-cup coffee units 
installed by the North American corporate-owned 
branches 

- An increase in coffee shipments to the Canadian retail 
food sector 

* EBITDA increased 14% in fiscal 2000 due to an 18% 
increase in Coffee Group’s shipments and a 23% 
J increase in the number of single-cup units installed 
1995 1996 1997 1998 1999 2000 
4 EBITDA 
55,000 ~ units) (millions of $) _ 36 SECTORIAL EBITDA - COFFEE SERVICES 
and Number of Corporate Single-Cup Units 
eye 7° * Annual compound growth rate of 15% over the past five 
25,000 95 years 
Bona * Number of coffee brewers installed by the corporate- 
| 20 owned branch network rose from 12,050 to 31,555 over 
15,000 $46 five years 
froan * Number of U.S. corporate-owned coffee units installed 
eu rose from 927 in 1995 to 9,954 at April 1, 2000 
5,000 45 
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At a Glance 


aoe (% in shipments) (millions of $) 

SECTORIAL EBITDA - Corre ROASTING AND Ae 
EQUIPMENT MANUFACTURING 
and Increase in Gourmet Coffee Shipments + 20 
* Annual compound growth rate of 21% over the past five 

years + 15 
* During the same period, the Coffee Group increased its 

shipments by an average of 12% annually =| 10 
* Aside from two acquisitions in fiscal 1999 and 2000, the 

Coffee Group implemented its merchandising programs 75 

across Canada 

0 


1995 1996 1997 1998 1999 2000 


"Increase @— EBITDA 


in Shipments 


OPERATING CASH FLOW 80 (millions of $) 
and Investments in Expansion 70 + 
+ Annual compound growth rate of 17% since 1995 and age 

totalled $158 million over five years 
* Operating cash flow generated in fiscal 2000 is $42.4 million ac 
* $197 million in strategic investments, such as: ial 
- $108 million in capital expenditures ot 
- $89 million in acquisitions, primarily in the Coffee ie 
Service sector 10F 
0 


1996 1997 1998 1999 2000 


; Capital 
aa Expenditures ss 
@— Operating Cash Flow 


«= Business 
“. Acquisitions 


ee ae ear UEE 200 - (millions of $) 


*Since fiscal 1996, shareholders’ equity grew by 
$110.7 million or 130% and total net indebtedness 
increased by only $8 million 150+ 


+ Total net debt/equity ratio stood at 18% at April 1, 2000 
* Unused credit facilities of $66.6 million at June 30, 2000 100K 


1996 1997 1998 1999 2000 


{) Shareholders’ Equity Total Net Indebtedness 
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Management’s Discussion and Analysis 


of Operating Results and Financial Position 


PRELIMINARY COMMENTS 


The fiscal year ended April 1, 2000 consisted of 52 weeks 
as opposed to 53 weeks the previous year. With respect to 
the new strategic plan adopted in fiscal 2000, Van 
Houtte’s segmented information was modified to combine 
the two production operations, namely Roasting and 
Marketing of Gourmet Coffees and the Manufacture of 
Single-Cup Equipment into one single sector. Coffee 
Services is now presented as a separate sector. The pre- 
sentation of segmented information for fiscal 1999 has 


been reclassified accordingly. 


OPERATING RESULTS 


For the fiscal year ended April 1, 2000, Van Houtte 
recorded sales of $250.4 million, up 6.7% over the previous 
year. Revenues derived from Coffee Services rose 7.8% 
to $170.3 million, accounting for 68% of the Company’s 
consolidated sales. Roasting and Marketing of Gourmet 
Coffees and the Manufacture of Single-Cup Equipment 
generated sales of $80.0 million (after inter-segment elim- 
inations), up 4.4% over fiscal 1999. Due to fluctuations in 
coffee prices, a more accurate performance indicator is 
measured by the growth in operating income as opposed 
to growth in revenues. Van Houtte’s revenues are geo- 
graphically broken down as follows : 20% in the United 
States, up from 17% last year, 29% in Western Canada, 
16% in Ontario, 32% in Quebec, 2% in the Atlantic 


Provinces and 1% in export markets. 


Van Houtte posted operating income before depreciation, 
amortization, financial expenses, income taxes and other 
items (“EBITDA”) of $55.9 million, up 14% as compared 
to $49 million in 1999. Additional costs of $1.6 million 
were incurred to implement our strategic plan, which were 
fully accounted for in operating results. Of this amount, 


some $1.2 million was allocated to organizational changes 
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in the Coffee Service sector, including the separation of 
Vending operations from Coffee Services, strategic plan- 


ning and market surveys, and the hiring of new managers. 


EBITDA from the Coffee Service sector rose 3.4% to 
$33.8 million representing 58% of total EBITDA. When 
both fiscal years are compared on an equivalent 52-week 
basis and restructuring expenses for the strategic plan are 
eliminated, the growth in Coffee Service EBITDA would 
have been 9.2%. The North American corporate single- 
cup equipment base grew by 23% to reach 31,555 coffee 
brewers installed as at April 1, 2000. The U.S. corporate 
base grew by 41% to almost 10,000 units at fiscal year- 
end, approximately four times greater than at the time 
Van Houtte took exclusive ownership of Filterfresh in 
September 1997. The 48% growth in fiscal 2000 in the 
U.S. coffee service EBITDA was largely attributable to 
internal growth and the acquisitions made in the course of 
the fiscal year and at the end of the previous fiscal year, 
namely the North Virginia/Washington, D.C., New 


England and Cincinnati franchises. 


EBITDA from the Roasting and Marketing of Gourmet 
Coffees and the Manufacture of Single-Cup Equipment 
sector which rose 30% to $24 million, accounted for 42% of 
total EBITDA. This solid performance is largely attribut- 
able to an 18% increase in the Coffee Group’s shipments. 
Aside from vigorous growth, the Coffee Group notably 
benefited from Gold Cup Coffee Company’s contribution 
for the entire period as opposed to six months in 1999, 
and from the acquisition of Gérard Van Houtte Inc. in the 
first quarter of fiscal 2000. 


The considerable investments made in the past fiscal year 
increased depreciation and amortization expenses by 


$3.3 million, and interest expenses by $1.0 million. 


Despite this substantial increase, Van Houtte posted net 
earnings of $18,971,000 or $0.88 per share, up 11.4% over 
$17,030,000 or $0.79 per share for the previous fiscal year. 


Management’s Discussion and Analysis 


of Operating Results and Financial Position 


These results are consistent with the objectives established 
for the first year of the implementation of our strategic 
plan, whose impact on annual net earnings amounted to 
$0.05 per share. 


PRINCIPAL CASH FLOWS AND FINANCIAL POSITION 


Adding depreciation and amortization of $23 million and 
other non-cash items to this year’s $19 million in net 
earnings, operating cash flow of $42.4 million or $1.96 
per share ($1.91 fully diluted), was up 13.3% over the 
previous year. After changes in non-cash working capital 
items, Operating activities provided net cash resources of 
$41.2 million. 


We invested $49 million in the Company’s expansion in 
fiscal 2000. Van Houtte purchased $23.7 million in fixed 
assets ($21.1 million net of disposals), consisting mostly of 
single-cup equipment and various other assets for the 
Coffee Service sector. We also invested $24.6 million to 
acquire some 15 businesses. The main transactions were 
the acquisition of 100% of Gérard Van Houtte Inc.’s 
shares, as well as exclusive or majority interests in two 
Filterfresh franchises and six traditional Coffee Service 
operators. An amount of $1.2 million of the total 
acquisition price of Gérard Van Houtte Inc. was financed 
through the issue of 42,373 subordinate voting shares to 
the vendors. Finally, an amount of $1.9 million served to 


increase other assets. 


Under a normal course issuer bid initiated on September 
17, 1999, Van Houtte purchased for cancellation purposes 
182,500 subordinate voting shares for a consideration of 
$4 million. We also paid our shareholders $3.5 million in 
dividends, or $0.16 per share, representing a 14% increase 
over the previous year’s dividend. Lastly, the Company 
issued 88,700 subordinate voting shares for a consideration 


of $1.1 million, following a private placement and the 


exercise of stock options held by officers. 


Van Houtte maintained an excellent financial position 
during the last fiscal year. As at April 1, 2000, total net 
indebtedness (long-term debt including its current portion, 
less available cash) amounted to $35.3 million, while 
shareholders’ equity reached $193.7 million. The total net 
debt/equity ratio therefore stood at only 18.2%. Working 
capital amounted to $32.2 million for a current ratio of 
2.1:1. Total assets rose 15% to $269.3 million, due to 
growth in working capital. Other assets consisting mainly 
of goodwill on business acquisitions, and fixed assets 
amounted to $106.2 million at April 1, 2000. 


SUBSEQUENT EVENTS 


In May 2000, we concluded a Cdn$100 million financing 
arrangement with our principal lenders, in the form of a 
revolving term loan bearing interest at a floating rate, 
unsecured and without principal repayment clauses. Some 
$35 million of this amount was used to refinance existing 
debt, while the balance will serve primarily to accelerate 
our expansion in the U.S. Coffee Service market. This 
new financing instrument, which can be drawn in 
Canadian or U.S. dollars at the Company’s option, is 
particularly flexible and well adapted to our North 


American growth strategy. 


Also in the first quarter of fiscal 2000, Van Houtte com- 
pleted two acquisitions and one business merger in the 
United States and one acquisition in Canada. Through an 
80%-owned joint venture, we acquired 80% of two 
Filterfresh franchises located in Louisville, Kentucky and 
Columbus, Ohio. In addition, we combined our corporate 
outlet in Atlanta with the Filterfresh franchise operating in 
the same city to form a joint-venture 25%-owned by Van 
Houtte. This initiative will enable us to accelerate growth 


in this dynamic region. 


Management’s Discussion and Analysis 


of Operating Results and Financial Position 


Finally, in June 2000, as part of a private placement with 
an investment fund, Van Houtte issued 150,000 subordi- 
nate voting shares at a price of $24.75 per share, for total 


proceeds of $3.7 million. 


OUTLOOK, REQUIREMENTS AND SOURCES OF 
FUNDS FOR FISCAL 2000-2001 


For fiscal 2001, aside from intensifying growth in our two 
strategic sectors, especially in the United States, we will 
allocate $2 million to complete the implementation of the 
strategic plan. These expenses will be geared primarily to 
Coffee Service M.I.S. development and integration, train- 
ing activities and the implementation of our customer 


satisfaction programs. 


Despite these substantial costs, we are confident that 
Van Houtte will achieve growth of 10% or more in net 
earnings, due to the sustained performance of our manu- 
facturing and marketing activities and accelerated growth 
for our single-cup Coffee Service operations. In this 
regard, aside from the expansion of the equipment base, 
we expect to increase coffee consumption per unit. In addi- 
tion, the launch of new models and further development of 


the “Caffe Mondo” program should also contribute to 


these objectives. 
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We plan to invest approximately $28 million in the pur- 
chase of fixed assets and we will pursue our acquisition 
program. Combined with an expected operating cash flow 
in excess of $45 million, our financing agreement will 
provide us with sufficient funds to finance this expansion. 
It should be noted that as at June 30, 2000, Van Houtte 
had unused credit facilities of $66.6 million. 


DIVIDEND POLICY 


Van Houtte intends to maintain the dividend policy as 
established by the Board of Directors. This policy consists 
in determining at mid-year the appropriateness of paying 
a dividend and, if so, the amount of such dividend is based 
on the Company’s financial position and investment 
plans. A dividend of $0.16 per share was paid in fiscal 
2000 corresponding to approximately 10% of the previous 


year’s operating cash flow. 


te : 


GERARD GEOFFRION 
Executive Vice-President 


July 2000 


Management’s Report 


The consolidated financial statements contained in this annual report have been prepared in accordance with generally accepted 
accounting principles and the integrity and objectivity of the data in these financial statements are management’s responsibility. 
All other information in the annual report is consistent with the information and data contained in the financial statements. 


In support of its responsibility, management maintains a system of internal control to provide assurance as to the reliability of 
financial information and the safeguarding of assets. The Board of Directors is responsible for the financial statements. Its Audit 
Committee reviews the contents of the financial statements prior to their approval by the Board of Directors. 


The external auditors, KPMG, conduct an independent examination in accordance with generally accepted auditing standards 


and express their opinion on the financial statements. Their report is presented below. 


Paul-André Guillotte Gérard Geoffrion 
President and Chief Executive Officer Executive Vice-President 
May 23, 2000 


Auditors’ Report to the Shareholders 


We have audited the consolidated balance sheets of A.L. Van Houtte Ltée as at April 1, 2000 and April 3, 1999 and the consol- 
idated statements of earnings, retained earnings and cash flows for the years then ended. These financial statements are the 
responsibility of the Company’s management. Our responsibility is to express an opinion on these financial statements based on 
our audits. 


We conducted our audits in accordance with generally accepted auditing standards in Canada. Those standards require that we 
plan and perform an audit to obtain reasonable assurance whether the financial statements are free of material misstatement. An 
audit includes examining, on a test basis, evidence supporting the amounts and disclosures in the financial statements. An audit 
also includes assessing the accounting principles used and significant estimates made by management, as well as evaluating the 
overall financial statement presentation. 


In our opinion, these consolidated financial statements present fairly, in all material respects, the financial position of the 


Company as at April 1, 2000 and April 3, 1999 and the results of its operations and its cash flows for the years then ended in 
accordance with generally accepted accounting principles in Canada. 


KPC ecf 


Chartered Accountants 


Montréal, Canada 
May 23, 2000 
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Consolidated Statements of Earnings 


Years ended April 1, 2000 and April 3, 1999 


(In thousands of dollars, except for earnings per share data) 


2000 1999 

Revenues $250,352 $ 234,614 

Cost of goods sold and operating expenses (Note 2a) 194,492 185,612 

55,860 49,002 

Depreciation and amortization 22,972 19,664 

32,888 29,338 

Financial expenses (Note 2b) 2,252 1,278 

Income before the undernoted items 30,636 28,060 
Income taxes (Note 3): 

Current 10,673 9,721 

Deferred 889 1,313 

11,562 11,034 

19,074 17,026 

Equity in net earnings of companies subject to significant influence (37) 56 

Non-controlling interest (66) (52) 

Net income $ 18,971 $ 17,030 

Earnings per share $ 0.88 $ 0.79 

Diluted earnings per share $ 0.88 $ 0.79 

Average number of shares outstanding (in thousands) 21,645 21,617 


See accompanying notes to consolidated financial statements. 


Consolidated Statements of Retained Earnings 


Years ended April 1, 2000 and April 3, 1999 
(In thousands of dollars) 


2000 1999 

Retained earnings, beginning of year $ 57,737 $ 43,746 
Net income 18,971 17,030 
76,708 60,776 

Dividends 3,461 3,027 
Premium paid on redemption of subordinate voting shares 2,557 zs 
Share issue expenses (net of related taxes of $11) (Note 9) 19 12 


Retained earnings, end of year $ 70,671 $ 57,737 


See accompanying notes to consolidated financial statements. 
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Consolidated Balance Sheets 


April 1, 2000 and April 3, 1999 
(In thousands of dollars) 


+ 
2000 199S 
Assets 
Current assets: 
Cash $ 5,896 $ 835 
Accounts receivable 31,545 96,626 
Inventories (Note 4) 20,900 19,211 
Prepaid expenses 2,083 2,395 
60,424 49.067 
Investments (Note 5) 5,150 3,646 
Fixed assets (Note 6) 106,232 98,981 
Other assets (Note 7) 97,482 81,801 
$269,288 $233,495 
Liabilities and Shareholders’ Equity 
Current liabilities: 
Accounts payable and accrued liabilities $ 26,374 $ 23,110 
Income taxes payable 1,152 653 
Current portion of long-term debt (Note 8) 663 754 
28,189 24.517 
Long-term debt (Note 8) J 40,501 2B 27 
Deferred income taxes 4,097 3,134 
Non-controlling interest 2,790 2,417 
Shareholders’ equity: 
Capital stock (Note 9) 123,395 122,473 
Retained earnings 70,671 HRIBI, 
Currency translation adjustment (Note 10) (355) = 
193,711 180,210 
Commitments (Note 11) 
Contingencies (Note 12) 
$269,288 $233,495 


See accompanying notes to consolidated financial statements. 


On behalf of the Board: 
Paul-André Guillotte Christian Pouliot 
Director Director 
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Consolidated Statements of Cash Flows 


Years ended April 1, 2000 and April 3, 1999 
(In thousands of dollars) 


2000 1999 
Cash flows from operating activities: 
Net income $18,971 $ 17,030 
Adjustments for: 
Depreciation of fixed assets 19,983 17,280 
Amortization of other assets 2,989 2,384 
Deferred income taxes 889 Loko 
Non-controlling interest 66 52 
Equity in net earnings of companies subject to 
significant influence, net of dividends received 40 (32) 
Gain on disposal of fixed assets (97) (297) 
Gain on sale of businesses ~ (281) 
Gain on foreign exchange 404 (283 
42,437 37,166 
Changes in non-cash balances related to operations (Note 13) (1,273) (7,782) 
41,164 29 384 
Cash flows from investing activities: 
Business acquisitions, including cash deficiency assumed (Note 14) (23,398) (13,188) 
Additions to fixed assets (22,713) (29,181) 
Proceeds from disposal of fixed assets ‘ 2,532 Le Di 
Proceeds from disposal of an investment 64 691 
Increase in other assets (1,934) (1,758) 
Acquisitions of investments - (628) 
(45,449) (42,851) 
Cash flows from financing activities: 
Issue of subordinate voting shares 1,142 271 
Redemption of subordinate voting shares for cancellation (3,984) = 
Share issue expenses (30) (20) 
Increase in long-term debt 15,621 12,154 
Dividends (3,461) (3,027) 
Investment by non-controlling shareholders in a subsidiary 234 49 
Dividends paid to non-controlling shareholders (113) (157) 
9,409 9,270 
Effect of exchange rate changes on cash 
denominated in foreign currenc (63) 983 
Increase (decrease) in cash 5,061 (3,914) 
Cash, beginning of year 835 4 749 
Cash, end of year $ 5,896 $ 835 


See accompanying notes to consolidated financial statements. 
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Notes to Consolidated Financial Statements 


Note 1. SIGNIFICANT ACCOUNTING POLICIES: 


(a) Change in accounting policy: 

Effective in 1999, the Company adopted the new recommen- 
dations of the Canadian Institute of Chartered Accountants 
with respect to the presentation of the Statement of Cash 
Flows. ‘The standard requires, among other things, that non- 
cash items be excluded from financing and investing activities 
and disclosed elsewhere in the financial statements in a way 
that provides all relevant information regarding financing and 
investment activities. Changes in short-term borrowings, other 
than overdrafts which are an integral part of the day-to-day 
cash management process, are accounted for as financing 
activities. The standard requires retroactive application with 
prior-periods comparative information being restated. 


(b) Consolidation and long-term investments: 

The consolidated financial statements include the accounts of 
A.L. Van Houtte Ltée and all its subsidiaries (the “Company”). 
The major subsidiaries are Red Carpet Food Systems Inc., 
Selena Coffee Inc., Filterfresh Corporation, VKI Technologies 
Inc., Gold Cup Coffee Company Ltd., Les Cafés Orient 
Express Ltée, Selena Coffee Ltd. and Gérard Van Houtte Inc. 


Years ended April 1, 2000 and April 3, 1999 


(Tabular amounts are expressed in thousands of dollars) 


Investments in joint ventures are accounted for using the pro- 
portionate consolidation method. Joint ventures represent a 
negligible portion of the Company’s operations. Investments in 
companies subject to significant influence are accounted for by 


the equity method. 


(c) Inventories: 

Raw materials are stated at the lower of cost, based on the 
first in, first out method, and replacement value. Finished 
goods and work in process are stated at the lower of average 
cost and net realizable value. 


Raw materials are accounted for at the purchase price set out 
under the terms and conditions of forward contracts. 


(d) Fixed assets: 

Fixed assets are stated at cost, net of any investment tax cred- 
its which are accounted for when qualified expenditures are 
incurred. Interest expense and other direct costs relating to 
major capital projects are capitalized to the cost of fixed assets 
until the commercial production stage. 


Depreciation 1s calculated using the following methods and rates: 


Asset ; Method Rate 
Coffee service ‘equipment and vending machines Declining balance 16.67% 
Othe d assets Straight-line 3% to 33% 

ea ; mprovements Straight-line _ ‘Term of lease 


(e) Goodwill and other assets: 

Goodwill, which represents the excess of the purchase price 
over the fair value of net assets of businesses acquired, is 
amortized over a period ranging from 10 to 40 years. The 
Company reviews the recoverability of goodwill on a regular 
basis by determining whether the unamortized value can be 
recovered through projected future undiscounted cash flows 
of the business acquired. Any permanent decline in the book 
value of goodwill is charged to income. 


Other assets, which include deferred charges, are amortized 
over a period ranging from 3 to 10 years. 


(f) Foreign currency translation: 

Net assets of self-sustaining foreign operations are translated 
using the current rate method. Adjustments arising from this 
translation are deferred and recorded as a separate item 
under shareholders’ equity and are included in income only 
when a reduction in the investment in these foreign opera- 
tions is realized. Gains or losses on foreign currency balances 
or transactions that are designated as hedges of a net invest- 
ment in self-sustaining foreign operations are offset against 
exchange losses or gains included in the separate item under 
shareholders’ equity. 
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Other foreign currency transactions entered into by the 
Company are translated using the temporal method. 
Translation gains and losses are included in the Statement of 
Earnings. 


(g) Use of estimates: 

The preparation of financial statements requires management 
to make estimates and assumptions that affect the reported 
amounts of assets and liabilities and disclosure of contingent 
assets and liabilities as at the date of the financial statements 
as well as the revenue and expenses for the year. Actual 
results could differ from those estimates. 


(h) Derivative financial instruments: 

The Company uses various derivative financial instruments 
to reduce its exposure to fluctuations in interest rates and for- 
eign currency exchange rates. These instruments are account- 
ed for on an accrual basis. Realized and unrealized gains and 
losses on these financial instruments are deferred and recog- 
nized in income in the same period and in the same financial 
statement category as the income or expense arising from the 
corresponding hedged positions. 


Notes to Consolidated Financial Statements 


SIGNIFICANT ACCOUNTING POLICIES 
(continued): 


Note 1. 


(i) Deferred income taxes: 

The Company follows the tax deferral method of accounting 
for income taxes, whereby earnings are charged with income 
taxes relating to reported earnings. Differences between such 
taxes and taxes currently payable are accounted for and arise 
because certain items of revenue and expense are reported in 
the accounts at different times than they are reported for 
income tax purposes. 


(j) Stock option plan: 
The Company offers a stock option plan as described in Note 9. 
No compensation expense is recorded under this stock option 


Note 3. INCOME TAXES: 


The following table reconciles the statutory tax rate with the 
effective tax rate: 


Years ended April 1, 2000 and April 3, 1999 
(Tabular amounts are expressed in thousands of dollars) 


plan when options are granted. All consideration received 
from the beneficiaries when options are exercised is credited 
to the capital stock. 


Note 2, INFORMATION ON EARNINGS: 


(a) Cost of goods sold and operating expenses: 

During the year, the Company received government grants of 
$347,854 (1999 - $577,762) with respect to its research and 
development activities. This amount was charged against the 
cost of goods sold and operating expenses for the year. 


(b) Financial expenses: 


2000 


1999 


_ 


—_. 
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Notes to Consolidated Financial Statements 


Years ended April 1, 2000 and April 3, 1999 


(Tabular amounts are expressed in thousands of dollars) 


Note 6. FIXED ASSETS: 


4UUU 


Accumulated : Net book 

Cost depreciation value 

Land $ 1,624 $ = $ 1,624 

Buildings 12,254 2,886 9,368 

Coffee service equipment and 

vending machines 121,732 56,202 65,530 

Machinery and equipment 30,871 16,526 14,345 
Furniture, computer equipment and 

leasehold improvements 19,804 10,408 9.396 

Automotive equipment 12,228 6,259 5,969 

$198,513 $92,281 $106,232 

1999 

Accumulated Net book 

Cost depreciation value 

Land $ 1,192 $ = S.. 1,192 

Buildings 10,041 1,918 8,123 

Coffee service equipment and 

vending machines - 109,616 48,229 61,387 

Machinery and equipment 24,552 12,148 12,404 
Furniture, computer equipment and 

leasehold improvements 18,455 8,333 10,122 

Automotive equipment 10,880 5,124 5,753 

$ 174,736 $ 75,755 $ 98,981 

Note 7. OTHER ASSETS: 

2000 1999 

Goodwill, at amortized cost $ 95,651 $ 80,587 

Other assets, at amortized cost 1,831 1,214 

$ 97,482 $81,801 

Note 8. LONG-TERM DEBT: Fats 1999 


Revolving term loan, expiring on August 31, 2001, extendable annually 
for a one-year term. As at August 31, 2001 or at the end of the last 
extension term, 50% of the capital is repayable in 5 equal annual 
instalments and the outstanding balance is payable at the end of the 
fifth year. The revolving loan may be used as bankers’ acceptances, 
fixed rate advances or advances at prime rate. 


Certain shares of the subsidiaries have been pledged (Note 16) $ 34,230 


$ 17,362 
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Notes to Consolidated Financial Statements 


Years ended April 1, 2000 and April 3, 1999 


(Tabular amounts are expressed in thousands of dollars) 


LONG-TERM DEBT (continued): 
2000 1999 


Mortgage loan, 11.75%, repayable in blended monthly installments of 
$18,000 until November 1, 2003, including principal and interest, 
secured by land and building having a net book value of $4,322,000 1,637 1,661 


Mortgage loan, 10.88%, repayable in blended monthly installments of 
$15,114 until May 1, 2002, expiring in May 2007, including 
principal and interest, secured by land and building having a net 


book value of $1,445,000 907 981 
Due to non-controlling shareholders (US$1,400,000), bearing interest 

at 12%, expiring on December 31, 2002 2,035 2,105 

Other 2,355 1,862 

41,164 23,971 

Less current portion 663 754 

$ 40,501 $ 23,217 


In accordance with the terms of various borrowing agreements and given the refinancing activities projected by 
management, the Company will make the following repayments over the next five years: 


2001 $ 663 
2002 443 
2003 2,483 
2004 1,871 
2005 197 


CAPITAL STOCK: 
2000 1999 


Authorized: 
Unlimited number of multiple voting shares with voting rights 
of five votes per share, participating and without par value 


Unlimited number of subordinate voting shares with voting right 
of one vote per share, participating and without par value 
Unlimited number of Classes A and B preferred shares, issuable 
only in series, non-voting and without par value 
Issued and paid: 
5,800,000 multiple voting shares $ 387 >. 387 
15,773,099 subordinate voting shares 
(15,824,526 shares in 1999) 123,008 122,086 


$ 123,395 $122,473 
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Notes to Consolidated Financial Statements 


Note 9. CAPITAL STOCK (continued): 


(a) Share issue and repurchase: 

On May 3, 1999, as part of the consideration paid to acquire 
a business, 42,373 subordinate voting shares were issued for 
a consideration of $1,200,000. 


On December 24, 1999, part of a private investment, 35,000 
subordinate voting shares were issued for a consideration of 
$742,000. Share issue expenses were recorded as a reduction 
of retained earnings. 


During the year, 182,500 subordinate voting shares were 
redeemed for a consideration of $3,967,610. The excess of the 
price paid over the average cost of these shares as well as the 
redemption expenses were recorded as a reduction of retained 
earnings. 


suds 


Vested o tions at end of year 


1,175,501 


345,300 


Years ended April 1, 2000 and April 3, 1999 


(Tabular amounts are expressed in thousands of dollars) 


During the year, 53,700 subordinate voting shares were 
issued upon the exercise of stock options, for a consideration 


of $400,475. 


(b) Stock option plan: 

Under a stock option plan, 1,650,000 subordinate voting 
shares were reserved for certain executives of the Company. 
The exercise price of each option is determined by the clos- 
ing trading price of the subordinate voting shares on the busi- 
ness day preceding the grant. 


The following table provides details regarding changes to 
outstanding options for the years ended April 1, 2000 and 
April 3, 1999: 


2000 1999 
pe t 
Weighted — Weighted 
eee ; pos average average 
ae usta ee Options exercise price Options _exercise price 
Balance at beginning 1,353,400 $18.76 791,500 $ 9.85 
: Granted (cancelled) | (124,199) : 21.79 601,400 29.70 
Sees _ (53,700 a 746 (39,500) — 6:8) 


$18.95 1,353,400 


425,100 


The following table provides summary information regarding outstanding options as at April 1, 2000: 


Weighted 
average 
years to 


11, 2000 maturi 


468,800 
16,000 
39,000 
156,000 
475,701 
20,000 


1.176.501. 


CURRENCY TRANSLATION 
ADJUSTMENT: 


At the beginning of the year, the Company determined that 
Filterfresh Corporation, a wholly-owned subsidiary, previously 
considered as an integrated foreign operation, has been des- 
ignated as a self-sustaining foreign operation. 


Note 10. 
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tstanding options Vested options 


Weighted Number Weighted 

average of vested average 
exercise | options as at exercise 
rice April 1, 2000 rice 


308,800 $ 6.63 
4,000 14.00 
7,000 £5270 

20,000 25.20 
5,500 30.00 


345,300 


Consequently, all the assets and liabilities of this operation 
were translated at the beginning of the year at the prevailing 
exchange rate, resulting in a translation adjustment of 
$278,224. This translation adjustment was recorded under 
shareholders’ equity. 
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Years ended April 1, 2000 and April 3, 1999 


(Tabular amounts are expressed in thousands of dollars) 


Note 10. CURRENCY TRANSLATION 
ADJUSTMENT (continued): 


2000 1999 

Balance at beginning $ > $ = 
Effect of the translation using the current exchange rate 

on net assets of Filterfresh Corporation 278 ce 


Effect of exchange rate variation on translation 
of net assets of Filterfresh Corporation (633) = 


Balance at end $ (355) $ = 


ote 11. COMMITMENTS: 
Leases: 
The Company rents premises and equipment under operating $9,731,000 is assumed by the franchisees of the Company. 
leases which expire at various dates until 2009 and for which Annual payments under these leases for the next five years 
gross rents total $18,132,000. Of this amount, a portion of are as follows: 
. Gross Franchisees Net 

2001 $ 4,220 $ 1,761 $2,459 

2002 3,598 1,695 1,903 

2003 3,092 1,592 1,500 

2004 2,425 1,456 969 

2005 1,933 1,181 752 
Note 12. CONTINGENCIES: 
The Company is involved in various lawsuits and claims. opinion that the resolution of these claims would have no 
Management and the Company’s legal counsel are of the material impact on the Company’s financial position or results. 


Note 13. ADDITIONAL INFORMATION ON CASH FLOWS: 


2000 1999 
Operating activities: 
Changes in non-cash balances related to operations: 
(Increase) decrease of the undernoted items: 
Accounts receivable $ (4,835) $(3,929) 
Inventories (1,689) (1,180) 
Prepaid expenses 312 (810) 
(Decrease) increase of the undernoted items: 
Accounts payable and accrued liabilities 2,939 (2,375) 
Income taxes payable 501 100 
Working capital acquired 1,499 412 
$ (1,273 $ (7,782) 


Cash payments of interest and income taxes were as follows: 
Cash interest payments $ 2,875 $ 2,005 


Cash payments for income taxes $10,918 $9,490 


34 


Notes to Consolidated Financial Statements 


Note 14. BUSINESS ACQUISITIONS: 


During the year, the Company acquired all of the issued and 
outstanding shares of Gérard Van Houtte Inc. as well as the 
assets and working capital of other coffee service businesses for 
a total consideration of $23,790,000. Of this amount, an 
amount of $1,200,000 was paid by the issuance of 42,373 sub- 
ordinate voting shares with a balance for a cash consideration 
of $22,590,000. Moreover, an amount of $309,000 was paid in 


Years ended April 1, 2000 and April 3, 1999 


(Tabular amounts are expressed in thousands of dollars) 


cash for the acquisition of Gold Cup Coffee Company Ltd. for 
which the purchase agreement allows for the purchase price to 
be increased subject to a maximum, cumulative earn-out pro- 
vision of $5,327,000 by the end of fiscal year from 1999 to 
2001, based on a pre-determined formula at the time of the 
acquisition. This amount was recorded as goodwill. 


The acquisitions are summarized as follows: 


N $ 1,499 

: ees 2,926 
Fixed assets — 4,799 
Other assets 302 
Goodwill 16,013 
25,539 


iabilities assumed: _ 
> Cash ee 


Note 15. FINANCIAL INSTRUMENTS: 


(a) Foreign exchange risk: 

The Company makes some of its purchases in US dollars and 
enters into various types of foreign exchange forward con- 
tracts in order to manage its foreign exchange risk. The 
Company does not hold nor issue such financial instruments 
for trading purposes. As at April 1, 2000 and April 3, 1999, 
the amount of these contracts was not significant and their 
fair value approximated their book value. 


The Company does not foresee any failure by the counter- 
parties to these contracts as they are financially-sound 
Canadian banks. 

(b) Credit risk: 

The Company does not have a significant exposure to any 
individual customer nor counter-party. The Company 
reviews a new customer’s credit history before extending 
credit and conducts regular reviews of its existing customers’ 
credit performance. An allowance for doubtful accounts is 
established based upon factors such as the credit risk for spe- 
cific customers, historical trends and other information. 
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499 
89 
648 
1,236 


204 


$ 24,099 


$ 22,899 
1,200 


$24,099 


(c) Fair value of financial instruments: 

The carrying value of cash, accounts receivable, accounts 
payable and accrued liabilities approximates their fair value 
because of the near-term maturity of these instruments. ‘The 
carrying value of the revolving term loan and other debt 
approximates its fair value, as the interest rates vary based on 
market rate. The fair value of mortgage loans and of the 
amount due to non-controlling shareholders, calculated at the 
value of contractual future payments of principal and interest, 
discounted at the current market rate of interest available to 
the Company for the same type of debt instrument, is 
$5,036,702 (1999 - $5,536,747). 


Note 16. SUBSEQUENT EVENT: 


On April 13, 2000, the Company has concluded with its 
bankers, a CDN$100 million financing in the form of a 
revolving term loan bearing interest at floating rate, unse- 
cured and without principal repayment clause. 
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Years ended April 1, 2000 and April 3, 1999 


(Tabular amounts are expressed in thousands of dollars) 


Note 17. SEGMENTED INFORMATION: (b) Coffee services. 
In accordance with the Corporation’s new strategic plan, busi- Segment income includes income from sales to third parties and 
ness segments have been reclassified as follows: inter-segment sales. These sales are accounted for at prevailing 


(a) Manufacturing of single-cup brewing equipment, roasting and market prices. 


marketing of coffee; 


2000 1999 
Business segments 
Revenues: 
Manufacturing and marketing $ 110,477 $ 108,072 
Coffee service 170,315 157,983 
Intersegment 30,440 (31,441) 
$ 250,352 $ 234,614 
Operating income before depreciation and 
amortization and financial expenses: . 
Manufacturing and marketing _ 2S 23,995 $18,372 
Coffee service 33,800 32,695 
57,795 51,067 
General corporate expenses 1,935 2,065) 
$ 55,860 $ 49,002 
Assets: 
Manufacturing and marketing $ 95,609 $ 94,224 
Coffee service 187,833 154,658 
Intersegment 14,154 15,387) 
$ 269,288 233,495 
Additions to fixed assets: 
Manufacturing and marketing $ 3.331 $ 6,858 
Coffee service 20,348 22,945 
$ 23,679 ___ $ 29,803 
Depreciation and amortization: 
Manufacturing and marketing $ 5,811 $= 3.779 
Coffee service 17,161 15,885 
$ 22,972 $ 19,664 
Geographic segments 
Revenues generated by operations: 
Canada $ 198,713 $ 190,822 
United States oo 49,065 41,037 
Other countries oO 2,574 2,750 
$ 250,352 $ 234,614 
Capital assets: 
Canada $ 86,671 $ 81,847 
United States 19,561 17,134 
$ 106,232 $ 98,981 


-_—_eeee——————————————————————————————— 


Note 18. GOMPARATIVE FIGURES: 


Certain comparative figures have been reclassified to conform with 
the financial statement presentation adopted in the current year. 
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PROFILE 


FOUNDED IN 1919, VAN HOUTTE IS ONE OF NORTH AMERICA’S LEADING GOU 


ROASTERS, MARKETERS AND DISTRIBUTORS. 


For 80 years, its knowledge of consumers’ tastes and sense 
of innovativeness have established Van Houtte as a leader in 
previously unexplored markets, such as single-cup coffee 
services. In support of its growth strategy, the Company 
invested more than $300 million over the past decade to 


build the best-integrated, and among the most modern 


COFFEE SERVICES : 
Selena Coffee 
Red Carpet es 
Filterfresh © 8 © 


*One of the largest coffee service + 
organizations in North Cnn, and 
No. 1 in Ganada 


? A pioneer aH North American leader 
in single-cup technology providing 
freshly brewed coffee, all the time 


) os restaurants, etc.) 
* 63 corporate outlets and 33 franchises, 


located across Canada and in 28 
American states ‘ 


£31,555 corporate , single-cup coffee 
brewers continent-wide (and 13,484 
others operated by American franchisees) 


. 2,000,000 consumers served daily in 
“98 of the largest cities across North 
~ America 3 


America 


corporate sites) 


eid Choup me 


» Largest Cuadian roaster and distribu- 
tor of gelicnet coffees to food retailers 


+ Present from coast to coast: more Kah : 
2,000 supermarkets across Canada, and 
thousands of other retail outlets (douve. } b 
nience stores, drugstores, superstores, 


: Leading ‘edge technologies such as pro- 
file roasting which maximizes coffee 
flavour and variety 


* One of the most extensive selections of 
refined products and most innovative 
merchandising preety. in wa 


-Pioneer and leader in Quebec the 
a _ operation of café-bistros and coffee- 
bars’ (73. franchises, 


RMET COFFEE 


infrastructures in the industry. Today, Van Houtte pools 
three complementary groups of expertise within two major 
sectors, that enable it to offer North American consumers, 
whether at home, at the office or at a restaurant, unique con- 
cepts combining gourmet coffees, cutting-edge technologies 


and service expertise. 


é 


ROsstNE & Manderee d l dohunitle COFFEES 
ty 
AND MANUFACTURE OF ‘SinctE-Cur EQUIPMENT 


\! "VI Technologies" 


* Inventor of single- ‘cup technology | 


Phe Leading designer, indus Gaver and 
\ distributor of these sophisticated single- 
cup equipment in North America 

‘ X ; 


; / 
\ 


EBITDA BREAKDOWN FOR 
‘THE LAST FISCAL YEAR 


7 


licenses and 


$235 million 


8S 0 Years of Excellence 


a Ps $49 million 
and Innovation in the 


Gourmet Coffee Industry 


$27 million 


Revenues 
$1.3 million 


$50,000 Se |) SS weal 
| l 
1919 1980 1992 faae 


\ 


: 2 ; = oe ee Lak 

PHASE a 1919- 1980 ~ PHAsE II 1980-1992 | PHASEIII | 1992- 1999 

Vani Hohite Eibilshes its /roast-. Van Houtte redefines the “coffee Van Houtte be oaids: into coffee 
ing expertise, and brand i image in ey category” in the Quebec, retail — services and creates a new category 

the Montreal fine coffee market ., sector: pioneer in grocery stores in North America: 


aad TP iad and café- oma SINGLE-CUP BREWING 


SINCE 1992, VAN HOUTTE HAS INVESTED $175 MILLION TO ACQUIRE SOME 50 BUSINESSES, 
PRIMARILY COFFEE SERVICE OPERATORS, AND CLOSE TO $125 MILLION IN THE PURCHASE 


OF FIXED ASSETS: SINGLE-CUP COFFEE BREWERS, AND FINE COFFEE ROASTING, DISTRIBU- 
TION AND RETAILING FACILITIES. 


ae ee 


The ABCs of our §. 


‘Burp iN ‘POWERFUL ENGINE FOR PROFITABLE, 
FyONG TERM Ce 


"Maximize SHAREHOLDER VALUE 


est 


ek oer ea it 


Financial Highlights 


Compound 

Fiscal years ended April 1, April 3, March 28, March 29, March 30, April 1, Annual 
(in thousands of dollars except per-share data) 92000 1999 1998 1997 1996 1995 Growth 
Operating revenues $250,352 $ 234,614 $ 207,067 $170,717 $164,102 $131,490 13.7% 
EBITDA 55,860 49,002 40,410 35,627 31,432 25.25 17.2% 
Net earnings 18,971 17,030 13,952 10,331 8,531 6,676 23.2% 
* fully diluted per share 0.88 0.79 0.68 0.54 0.46 0.39 17.7% 
Cash flow from operations 42,437 37,449 30,512 25,056 92953 18,259 18.4% 
* fully diluted per share 1.91 1.68 1.48 1.32 1.19 1.06 12.5% 
Average number of shares 

outstanding (thousands) 21,645 21,625 21,585 16,541 16,524 16,504 
Purchase of fixed assets $ 23,679 $ 29,878 $ 23,045 $15,610 $ 16,103 $ 9,175 
Business acquisitions 24,598 13,188 43,058 5,638 2,700 61,779 
Dividend per share 0.16 0.14 0.10 0.085 0.08 0.075 


Market Capitalization 

April ist (millions of $) 
700 - 
600 
500 + 
400 + 
300 


200 + 


100 - 


() 
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BETWEEN 1993 AND 2000, THE SIZE OF VAN HOUTTE’S SINGLE-CUP EQUIPMENT BASE 
INCREASED MORE THAN SIX-FOLD TO 31,555 UNITS TODAY, AN UNPARALLELED BASE IN 
NORTH AMERICA. 


* Van Houtte has extended its presence in all Canadian 


E ; (units) (millions of $) 
provinces and 28 American states. 50,000 - we = 24.0 
* Aside from capturing a dominant share of the Canadian 95.000 + : yy F 20.0 
market (more than 45%), it has established a network 
20,000 - 16.0 
of 16 corporate branches in the United States, as well as 
; ‘ 15,000 |- 12.0 
33 franchises. a) 
10,000 F 8.0 
* The Coffee Group has expanded its presence Canada- 
wide and increased its shipments by an average of 12% awn a0 
annually, clearly outperforming the industry. 0 0 


920 1959 94,995: 5) 96097-9899 ae 


* Dunng the same period, Van Houtte’s net earnings have : 
& Number of Corporate @— Net Earnings 


grown\at an annual compound rate of 23%. Single-Cup Coffee Brewers 


PHASE IV. 
Fe YF cea atthe : / 
CAPTIVATE 
WITH VAN HOUTTE’S FINE-TASTING C COFFEES AND > INNOVATIVE 


NDISING CONCEPTS 


ie 
i 


i 


During the last seal year, the Company lage a new. 
strategic vision an a _ North Anperean ea pag : 
The objectives: F j 


EXCELLENCE AT. ALL LEVELS awl 


* Align the Coffee Group’ Ss roasting and} By A | ( 
strengths, the Coffee Service network’s expertise and VKI’s 
product innovation capabilities to offer consumers the 
unique Van Houtte experience 


bp [isp the pin f the a od i 


nd eee cer 


ST OF VAN HOUTTE’S GROWTH IN THE COMING YEARS WILL GCOME FROM THE 
UNIYED STATES, ESPECIALLY IN COFFEE SERVICES: A HIGH-POTENTIAL MARKET 
WORTH OVER US$3 BILLION ANNUALLY. 


* Throughout North America, there is a growing craving for * In Quebec, where Selena Coffee has marketed single-cup 
gourmet coffee experiences, whether at home, in the work- technology since 1979, Van Houtte operates 130 single-cup 
place or elsewhere. coffee brewers per 100,000 inhabitants. This proportion 

averages 49 in the rest of Canada and only 9 in the United 


* The UIS. coffee service market remains highly fragmented 


and rather unfamiliar with single-cup technology. States. 


® Corporate © Franchises 


GEOGRAPHIC BREAKDOWN OF REVENUES 


Western Canada United States 
29% 20% 

Ontario 

16% 


Atlantic Provinces 
2% 


Export 
1% 


VAN HOUTTE IS SETTING UP THE RESOURCES AND TOOLS THAT WILL ENSURE THE SUCCESS 


OF ITS EXPANSION STRATEGY. 


Strategic planning and market research 


Stronger organizational capabilities 


Operational standardization and reinforcement 


Customer satisfaction 


* Management Information Systems (M.I.S.) 


Implementing these measures entails additional 
expenses of $1.6 million for fiscal 2000 and approxi- 
mately $2 million for fiscal 2001, after which Van 
Houtte will be strongly positioned for accelerated 
growth in net earnings. 


re 


Fiscal 2000 Highlights 


FINANCIAL PERFORMANCE 


* Sales of $250 million and net earnings of $19 million or $0.88 per share, 
up for a seventh consecutive year 


* Increases of 23% in the number of corporate single-cup coffee brewers installed 
and 18% in the Coffee Group’s shipments 


MEASURES TAKEN TO ACCELERATE COFFEE SERVICE EXPANSION 
THROUGHOUT NORTH AMERICA 


- A centralized management team 
* New operational model geared to customer and consumer satisfaction 


* Launch of two compact single-cup coffee brewers 


INVESTMENTS OF $49 MILLION, INCLUDING $25 MILLION IN BUSINESS 
ACQUISITIONS 


* Two Filterfresh franchises (New England and North Virginia/Washington, D.C.) 
* One traditional coffee service operator in Minneapolis 
* Six coffee service operators in Ontario, the Maritimes and Western Canada 


* Gérard Van Houtte Inc., a Canadian gourmet coffee roaster 


MARKET DEVELOPMENT 


* 41% increase in the number of corporate single-cup coffee brewers 
in the United States 


° U.S. sales account for 20% of Van Houtte’s total revenues 
* Success of the “Caffe Mondo” program in Canada 


* Ongoing implementation of Van Houtte-branded merchandising programs 
in Canadian supermarkets, and initial breakthrough in the United States 


* Strategic alliance between the Café-Bistro Division and The Great Canadian Bagel 
(150 outlets across Canada) 


Caffé Mio 


Piccolina 


-| in Support of our Expansion Plan tine 


An Excellent Financial Position 
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(in thousands of dollars except 


ratio and percentage) > i is ca 
_April 1st, 2000, 

Total assets i) aes $269,288 iy is es 

Shareholders’ equity "193,711 

Value of fixed assets  =—s—_—s_—,—«106 232 eee 

Working capital «(ss (i ss—ts«é:, 238 

* current ratio Us a Nees geht HA 1 

Total het uneleBtedness 35,268 


“% of equity 18.2% 


HEAD OFFICE 


A.L. Van Houtte 

8300-19" Avenue 

Montreal (Quebec) H1Z 4J8 
Telephone: (514) 593-7711 

Fax: (514) 593-8755 

Web site: www.alvanhoutte.com 
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